This article aims to present significant changes in the rates of fees for advertisements on selected bank buildings located in public space, resulting from the implementation of the so-called "Act on Landscape Protection" (Act on amending certain acts in connection with the strengthening of landscape protection tools from 24 April 2015 (2015 Journal Of Laws, item 774). The Act on landscape protection aims to minimize the amount of signboards in city centers. It introduces significant changes regarding (a) fees, (b) the expanded definition of advertisements, and (c) potential revisions and renewal of advertisements. The implementation of the Act causes significant inconveniences and challenges in the process advertising services. The objective of this research is to assess changes in the costs of advertising incurred by banks. More specifically, the research estimated (a) fees incurred by a selected bank brand for signboards placed on all bank branches within the entire country. An altered definition of an advertisement placed in the right-of-way and in public space will cause an increase in the surface of signboards, and, therefore, an increase in fees. In addition, a new type of fee (i.e., advertising fee) will increase the expenses incurred by the bank for the specified objects.
Introduction
Public space is a social space that is generally open and accessible to people. According to the definition in the Act on Spatial Planning and Development from March 27, 2003 , public space should be considered as an area of particular importance for meeting the needs of residents, improving their quality of life and enabling favorable social contacts, due to its location as well as functional and spatial characteristics. Additionally, such an area is specified in the study of conditions and directions of spatial development. Roads and streets, public squares and various permanently available buildings and constructions owned by the government, are some examples of public spaces.
In a public space we can find many signboards relaying product information. Outdoor advertising www.degruyter.com/view/j/remav vol. 25, no. 1, 2017
aims to show a service or a product to people who rarely acquire information through the media (BENEDIKT 2004) . Outdoor advertising effectively affects the brand image, because "attention is attracted" and "may be received by even several senses" (KALINOWSKA 2007) . This builds a relationship between the brand and client. The term "Outdoor Advertising" corresponds to any advertisements located in open air, i.e. outdoor areas. An outdoor advertisement is the only advertising medium to which we are exposed involuntarily (GULMEZ, KARACA, KITAPCI 2010) . Billboards are the most common and widely used forms among outdoor advertising media (e.g. BERKOVITZ, KERIN, HARTLEY 1994; TAYLOR, CHANG 1995; BHARGAVA, DONTHU, 1999; LICHTENTHAL, YADAVA, DONTHUB 2006) . When compared to other media tools, the share of outdoor advertisements as a proportion of total advertising expenditure is increasing, albeit slowly (GULMEZ, KARACA, KITAPCI 2010). As a result of enormous expenditures and the attention companies give to advertising their products and services effectively, consumers are exposed to more persuasive advertising pressure than ever before (NEUNER, RAAB, REISCH 2005; MIKOŁAJCZAK-DEGRAUWE, BRENGMAN 2013) .
Public space should be developed in a harmonious, structured manner, taking into account all functional, socio-economic, environmental, cultural and compositional-aesthetic conditions and requirements. Nowadays, the expansion of advertising, or what we may even refer to as the aggressiveness of advertising, is a very powerful phenomenon, which is associated with the development of technologies that offer virtually endless possibilities for creating advertisements (CZECH, KROPIWNICKA, OSTROWSKI 2014) . Thus, the protection of landscapes from outdoor advertising is a very important problem that requires legal solutions.
The development of outdoor advertising under conditions of a free market economy is a difficultto-control process. However, as Lithuanian and foreign experience shows, the regulation of its placement and visual impact is essential if we are to preserve and enhance the visual quality and the individual identity of the landscape (KAMICAITYTE-VIRBASIENE, SAMUCHOVIENE 2013). Regulations regarding outdoor advertisement in Denmark are very strict. The country puts special emphasis on traffic safety and the landscape. FSBs (free-standing billboards) are prohibited everywhere except in urban areas, where permissions regarding their placement are issued by the municipalities (OUTDOOR ADVERTISING … 2011).
In Poland, amendments of law, including the amendments to the Act on Spatial Planning and Development of March 27, 2003, gave the municipal council the power to determine the rules and conditions of locating street furniture, signboards and advertising devices as well as fences, and also their size, standards of quality and types of building materials which they can be made of. Furthermore, the Act on amending certain acts in connection with the strengthening of landscape protection tools from April 24, 2015, through the modification of the Act on Local Taxes and Fees of January 12, 1991, gave municipal councils the authority to establish advertising fees.
Amendments to the following laws were filed with the entry into force of the Act on amending certain acts in connection with the strengthening of landscape protection tools of The series of amendments in the above Acts is to regulate the sustainable development of space. Nowadays, many municipalities are awaiting the implementation of "landscape protection rules", hence the topic of advertising is very important where bank finances are concerned, as well as in connection with the income of municipalities from advertising fees.
Data and Methods
The Act on amending certain acts in connection with the strengthening of landscape protection tools of April 24, 2015 Due to the short duration of the Act on landscape protection, for as of the day of interpreting the data used in the present analysis, none of the researched municipalities have taken legal amendments in local law resulting from the Act. This paper presents an estimation of annual bank costs for locating signboards and banners in public space.
The study used source documents based on the authors' own direct observations. Information comprising source materials, which are the basis for the carried out studies, are not collected by government departments of public statistics or other units operating in the field of real estate.
The method of comparative analysis was used for the analysis of data. Payments for the availability of the right-of-way are compared in order to determine specific dependencies, such as identity, similarities or differences between features and facts.
This article aims to identify differences in fees and the methods of their calculation following by Act on landscape protection. The authors refer to research carried out before the law of landscape protection tools became effective (PŁUCIENNIK, HEŁDAK, WERNER 2015) .
Discussion

Modification of the definition of an advertisement
The first and most important modification of the law made by the Act on landscape protection is the definition of an advertisement, which has been expanded to include new elements. Prior to the Act, an advertisement, pursuant to the Act on Public Roads, was termed as a carrier of visual information along with structural elements and fixings, placed in the road users' field of vision, which is not a sign in the understanding of regulations on signs and signals or information sign on public service buildings established by the municipality. The current definition refers to the Act on Spatial Planning and Development: an advertisement is to be understood as a billboard or advertising device, in the meaning of Art. Following the full wording of the definition of an advertisement, Art. 2 of the Act on Spatial Planning and Development describes a billboard as a flat object with structural elements and fixings, used for advertising exposure, in particular signboards and banners, advertisements attached to the windows of buildings, and advertisements placed on the scaffolding, fence or equipment of a construction site, with the exception of small, everyday items used for their intended purpose (Fig. 1 ). An advertising device is an object with structural elements and fixings, used for advertising exposure, other than a billboard, with the exception of small, everyday items used for their intended purpose.
Additionally, the Act on Spatial Planning and Development introduced a definition of signs; a sign is a billboard or advertising device, which informs one about the office or agency found inside the building.
The modification of the definition of an advertisement results in a change in objects treated as an advertisement in a road user's field of vision. Treated as an advertisement placed in the road users' field of vision. For the given bank brand, having 462 locations of bank outlets throughout Poland, the new characteristics, especially legally defining window stickers as advertisements, results in an increase in advertising surface by over 80% (Fig. 2) . 
Advertising Fee
The Act on landscape protection introduced a new type of advertising fee. It is a source of additional expenses for bank brands. The introduction of an advertising fee provokes discussion and provides for various interpretations of the law.
An advertising fee is an extra payment in addition to the right-of-way occupation fee (Art. 40.6a, Act on Public Roads). Its explanation can be found in Art. 17a and Art.17b of the Act of 12 January 1991 on Local Taxes and Fees (Journal of Laws of 2014 r. Item 849 as amended).
An advertising fee can be established by the municipal council only for an area with binding rules and conditions of locating street furniture, signboards and advertising devices and fences. It should be paid whenever a hanging billboard or advertising device is placed on a building facade is, even if an advertisement does not appear on them.
An advertising fee is not always charged, especially when billboards and advertising devices: 1) are not visible from public space; 2) are a sign (compatibles with rules and conditions of locating objects of street furniture, signboards and advertising devices and fences); 3) are the implementation of an obligation imposed by the law; 4) are used exclusively to disseminate information: a) permanently commemorating individuals, institutions or events; b) of a religious nature, related to activities of churches and other religious organizations, if the billboard or advertising devices are within areas of worship and religious activities, or cemeteries.
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According to Art. 17b of the Act on Local Taxes and Fees, an advertising fee (AF) consists of a constant component (AF C ) and a variable component (AF V ). The constant section is a lump sum payment, regardless of the surface area of the billboard or advertising device. The variable part, in turn, depends on the surface area (S).
AF = (AF C + AF V * S) * time
The municipal council, in accordance with local law, determines the regulations regarding advertising fees (e.g. daily fees, payment dates). However, legislature imposes a maximum limit of the daily rate of the advertising fee:
-maximum rate of the constant part -2.50 PLN per day; -maximum rate of the variable component -0.20 PLN per day for 1 m 2 of the advertising surface. The Act on landscape protection has also introduced the possibility of differentiating the fee rates accounting for the location and size, or type of billboards and advertising devices.
One debatable clause in the Act on landscape protection is the clause regarding the constant component of the advertising fee, which covers a billboard or advertising device, regardless of its surface area. Thus, the following interpretations can be made: 1) the constant component of the fee is a single payment for one bank branch location; 2) the constant component of the fee is a payment for every kind of outdoor advertisement of a given bank branch location; 3) the constant component of the fee is a payment for every unit of outdoor advertising components of a given bank branch location, e.g. if the more than one of the windows are covered with stickers then each of the windows is counted separately for the payment. A detailed comparison of each variant of interpretation has been presented in Table 1 . For interpretation of Variant 1 and establishing the maximum rate of the constant fee component, the costs of the bank brand could increase by more than 421 thousand PLN per year. Basing off of the other two variants of interpretation, the annual costs might be several times higher.
The variable component of the advertising fee, calculated based on the surface area of billboards and advertising devices, might lead to the bank brand enduring additional costs of up to 500,000 PLN per year.
Rules and conditions for locating signboards and advertising devices
An advertising fee can be established only for an area with binding rules and conditions of locating street furniture, signboards and advertising devices and fences.
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The establishment of such rules and conditions is one of the tasks of a municipally pursuant to the Act on Spatial Planning and Development. The local law should be prepared for the entire territory of the municipality. The resolution includes information about the size, standard of quality and type of materials which can used to make signboards and advertising devices. The resolution can also ban the placement of billboards and advertising devices, excluding signs. With regard to signs (billboard or advertising device which informs users about the office or agency found inside a building), the terms and conditions of its location, such as the size and number of signs placed on the façade, can be specified in the resolution.
It is important to note that the process of passing, such a resolution is rather long and complicated. Before the rules and conditions of locating street furniture, signboards and advertising devices and fences become effective, the mayor or president of the city must publish another resolution (information about the commencement of work on a resolution regarding the rules and conditions of locating street furniture, signboards and advertising devices and fences). Next, the project for the resolution is given to public consultation and approval. Only after these steps are taken can the resolution become effective.
Due to the time-consuming process required for the successful enactment of legislation, the Act on landscape protection should not be considered as an immediate correction of the problem of excessive quantities of signboards and banners in the public space. However, for owners of advertisements, that time give the possibility to prepare for the upcoming changes.
When rules and conditions of locating street furniture, signboards and advertising devices and fences become effective, owners of advertisements will have to adapt to restrictions, terms and conditions specified in the resolution. The rules and dates of such adaptation will be determined in the resolution, but the time allotted will not be less than 12 months.
The new law regarding the rules and conditions of locating signboards and advertising devices could result in a number of changes in advertisements placed on all branches of a bank throughout the entire country. Customizing outdoor advertisements to meet the new requirements will be a timeconsuming process (e.g. legal agreements with the Conservator-Restorer, City Department of Architecture, Administration of Roads) and incur additional costs (legal agreements, new schemes, fabrication and installation of the new signboards and banners).
Locating advertisements in public space without proper authorization results a fine (F AF ) in the amount of 40 times the advertising fee established by the administrative decision. The fine is charged from the date authority proceedings are taken, to the date that the advertisement is adapted to the rules and conditions, or removed (t). In the event of the rate of the advertising fee not having been determined by the municipal council, the fine is calculated based on the maximum rates of the advertising fee specified in the Act on Local Taxes and Fees. The collected fine is the income of the municipality.
F AF = (40 * AF C + 40 * AF V * S) * t (2)
Fee for occupying the area of a right-of-way
Advertising fees, as additional payments to the right-of-way occupation fee, can be the starting point for a discussion regarding the properness of determining advertising surface.
The Law on Public Roads defines the fee of right-of-way occupation as a payment for placing a signboard in the right-of-way (land set aside alongside roads, set out by border lines of the space above and below the ground surface. The fee is calculated as the sum of the amount of square meters of advertising surface multiplied by the number of days of occupying the right-of-way, and by the fee for occupying 1 m 2 of roadway. Similarly to the advertising fee, the maximum fee for right-of-way occupation is defined; in the case of fees for placing advertisements in the right-of-ways of public roads, such a fee is 10 PLN per day of occupying the right-of-way, for 1 m 2 of advertising surface. The rate of the fee for roads managed by the General Directorate for National Roads and Motorways is established by the Decree of the Minister of Infrastructure of 18 July 2011 on the rates of fees for occupying the right-of-way of roads administered by the General Director for National Roads and Motorways (Journal of Laws of 2014. pos. 1608). In the case of roads managed by local governments, their constitutive organs decide on the amount of fees for occupying 1 m 2 of right-of-way by means of resolutions. When setting the rates, competent authorities account for the category of the road whose right-of-way is occupied and the type of element in the occupied right-of-way. Important factors in www.degruyter.com/view/j/remav vol. 25, no. 1, 2017 determining the rates are also the type of device or building structure, form of occupying the right-ofway, and width of the occupied right-of-way.
Right-of-way occupation without proper authorization, exceeding the deadline specified in the permit or in the event of the area being larger than agreed on in the permit, results in the road manager issuing a fine in the amount of 10 times the fee for road area occupation established by the administrative decision.
The interpretation of the above regulations differs depending on the given road administrator (for more see: PŁUCIENNIK, HEŁDAK, WERNER 2015). The elements that make up the external markings of bank outlets are also treated selectively by road managers. For the majority of them, only signboards are considered to be objects in the right-of-way. Banners mounted on the facades of buildings are regarded as equipment included in the right-of-way in the case of 19 bank locations in 10 cities in Poland.
Amendments to the law, particularly the establishment of an advertising fee, could lead to an increase in the surface area of bank advertisements from 120 m 2 to 2,500 m 2 if banners are to be treated as objects in the right-of-way. Subsequently, the occupation of the right-of-way will cover 329 bank branches, and the costs will increase more than sevenfold as compared to the current rates of the fee (Table 2) .
Table 2
Changes in right-of-way occupation fees
Now (2015)
Act on 
Estimating Bank Expenses
Because of the modifications in the definition of an advertisement and establishment of an advertising fee, the selected bank brand will have to allocate additional funds to advertising in its budget. Precise determination of future expenses is an intricate problem, due to the complexity of the issue and various possibilities of interpreting the Act on landscape protection. The estimation of expenses incurred by banks is calculated assuming the proportionality of current binding rates to statutorily defined maximum rates. Table 3 presents current and estimated costs of advertisements located in public space. The amounts of fees clearly demonstrate the significance of the problem. As a result, the Act on landscape protection poses a risk of a several-fold increase in annual bank expenses for advertisements placed on all branches of the bank throughout the country.
Current fees of right-of-way occupation by advertisements (283,000 PLN) will unquestionably increase in the following year. Depending on the interpretation variant of the Act on landscape protection and rates of fees, advertising fees will generate comparative or even higher costs of rightof-way occupation. In addition, controversies regarding the new type of payments might provoke discussions regarding the previous methods of calculating fees. Changes in how banners are treated www.degruyter.com/view/j/remav vol. 25, no. 1, 2017
are especially important to bank brands due to the possibility of fees increasing from 83 thousand PLN to up to 12 million PLN. Source: own elaboration.
Conclusions
The recently introduced Act on landscape protection is a tool dedicated to municipalities, consisting of rules and conditions for regulating sustainable development, spatial order and landscape protection, and also the quantity and quality of advertisements in space. According to the Act, the municipal council acquires the authority (though not an obligation) to establish advertisement locations and fees, all under a single instrument of law for all of their territories. Advertisement owners, especially corporations possessing a distribution network (e.g. banks, chains of shops) will be subject to a significant increase in the costs of advertisements located in public space. There is also a risk that they will be obligated to remove signboards and banners from public space. If a prohibition of placing advertisements becomes effective, the owners will notice a significant negative effect of their market share. However, the risk of such prohibitions is smaller for marking the outside of a selected bank branches as compared to large-scale outdoor advertising.
Current interpretation describes an advertisement as a flat object of visual information, along with its construction elements and fixings, used for advertising exposure, in particular signboards and banners, advertisements attached to the windows of buildings, and advertisements placed on the scaffolding, fence or equipment of construction sites, with the exception of small, everyday items used for their intended purpose. The research showed that amendments to the definition of an advertisement were the reason behind the increase in the amount of outside markings treated as advertisements located within the right-of-ways of roads. For many companies, advertisements attached to the windows of buildings will be the main reason for the increase in fees.
Outdoor advertising is connected with the right-of-way occupation fee. The Act on landscape protection establishes a new type of fee, i.e. an advertising fee, which is an extra payment on top of the right-of-way occupation fee. For banks, such a charge is an unequivocal indicator of increased expenses.
Big companies are known to place many signboards and banners in the right-of-way of roads, thus fees incurred for such advertisements are estimated in the hundreds of thousands of PLN. For the analyzed bank brand, advertisement fees will cause increased costs, even several times higher than current payments, i.e. 285,000 PLN (yearly). The new regulations might provoke discussions regarding the types of advertisements and how they affect fees. If roads managers change their perception of banners, the given bank will have to spend nearly 2 million PLN per year for its bank www.degruyter.com/view/j/remav vol. 25, no. 1, 2017 branch locations. If the rates of fees are changed and set at their maximum levels, the bank will have to spend as much as 15 million PLN per year.
The Act on landscape protection is not always clear and is subject to different interpretations. This statement refers to the constant component of the advertising fee, which can be defined as a payment for one bank branch location or payment for every kind of outdoor advertisement in a given bank branch location, or even as a payment for every unit of outdoor advertising in a given bank branch location.
It should be mentioned that these expenses only relate to administrative fees. Indirect costs should also be taken into consideration when planning the upcoming annual bank budget. Locating advertisements in public space without proper authorization results in a fine in the amount of 40 times the advertising fee established by the administrative decision per day.
The research shows the complexity and importance of the problem of placing advertisements in public space. It is possible that some of the companies exposed to high costs, in particular individual business, will resign from the external marking of their outlets. On the other hand, municipalities will see a significant increase in the income to their budget. Additional funds can be spent on improving the quality of public space, sustainable management, as well as new investments and projects for the local communities.
It should be noted that the process of reaching a final resolution is long and complicated. Before the resolution can be adopted, the municipal council must execute a series of legal steps. The local law regarding the rules and conditions of locating street furniture, signboards and advertising devices and fences, must be preceded by another resolution by the president/mayor. Next, the project for the resolution is subject to public consultation and approval. Only after these steps are taken does the resolution become effective. Therefore, the amendments to the Law are not a quick tool for regaining spatial order in regards to advertisements.
It is predicted that 2016 will be a transition year, in which many uncertainties in the regulations will be explained. It is also predicted that the Act on amending certain acts in connection with the strengthening of landscape protection tools of 24 April 2015 will lead to an increase in municipal incomes.
